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In an age of unparalleled data proliferation, companies are 
data-rich, but insights-poor and impact-starved

Siloed data Unstructured data Uncontextualized data Short-term perspective



…and pressures on marketers are stronger than ever…

Need to innovate 
more quickly

And place the right bets
to optimize brand strategy

With new thinking
and methods



Dx Analytics:
The Power of Digital Data 



Dx is uniquely positioned to match the right data to the right question

Analytics

Always On 
Systems

Repeatable 
Models

Data
Triangulation

Machine 
Learning

Digital 
Expertise

Data
Science

Natural 
Language 
Processing

Data 
Enrichment

Image 
Processing

Data
Transformation

+ OTHER SITES 
ON DEMAND

+ OTHER PLATFORMS

Digital Marketing ToolseRetail & Reviews

Search Social
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The Value of Public Digital Data: Search

Search data allows us to measure how often 
people in different places search for specific 
concepts in Google, showing either 
interest/demand or actual usage depending on 
the keywords. 

We can use this data to measure the popularity 
of different brands, products, and concepts, 
and how interest in these topics has developed 
over the past weeks, months, and years.

Key Benefits:

Real-Time

Full Population-Level Data

Honest Signals

Predictive of Demand
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The Value of Public Digital Data: Social

Social analytics data – a.k.a. social listening data –
allows us to track consumer conversations around 
any topic, including brands, categories, or broader 
societal concepts.

We can use this data to capture the voice of the 
consumer when they discuss their perception of 
brands, their needs within a category, and more. 
We can also segment authors into relevant groups 
and compare salience and sentiment between 
different types of consumers.

Key Benefits:

Can Focus on Audience Segments or Individuals

Rich Context & Metadata

Includes Images, Links, and Text

Real-Time Logo Recognition

Post Location

Hashtags

Sentiment

SKU Recognition

Facial 
Recognition Post Engagement

Demographics

User Bio 
Description

User Follower 
Count

User Follower & 
Following Lists
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The Value of Public Digital Data: eRetail Reviews

eRetail reviews data allows us to analyze testimony 
from thousands of consumers specifically reviewing 
individual SKUs from a brand. Often, these reviews 
are far more detailed than testimony found in social.

We can use this data to analyze purchase drivers & 
barriers within a specific product set or broader 
category. We can also use this data to understand a 
brand’s overall share of shelf in ecommerce and how 
their products appear.

Key Benefits:

Influence on Future Sales Decisions

Details of Purchase Drivers & Barriers

Specifies an Exact Brand & SKU

Contains a Sentiment Score
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Dx Analytics:
Three Analytics Pillars









Dx Analytics:
Deep Dive into Future Proofing



For trends, COVID was a shock to the system
Many companies did not have the infrastructure to respond quickly

Accelerated Trends
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New Trends



Macro accelerations that seem like they’re here to stay

Digital primacy

56%

Digital proportion of media 1

Home delivery

+54%

Increase 2

Working from home

5x

Permanent WFH incr. 3

Green pivot point

£12 billion

Macro accelerations that seem like they’re here to stay

For green investment, UK 7

171., 2., 3., 4., 5., 6., 7.,8.
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Grocery Delivery – Daily Search Interest (since 2018)
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Grocery Delivery – Daily Search Interest (FY 2020)

https://www.emarketer.com/content/global-digital-ad-spending-update-q2-2020
https://www.ons.gov.uk/businessindustryandtrade/retailindustry/timeseries/j4mc/drsi
https://www2.deloitte.com/uk/en/pages/press-releases/articles/deloitte-uk-cfo-survey-cfos-anticipate-return-to-growth-and-lasting-change-in-2021.html
https://www2.deloitte.com/uk/en/pages/press-releases/articles/deloitte-uk-cfo-survey-cfos-anticipate-return-to-growth-and-lasting-change-in-2021.html
https://www.telegraph.co.uk/news/2020/04/30/one-five-high-street-shops-may-not-reopen-retail-boss-warns/
https://www.brookings.edu/blog/order-from-chaos/2020/07/10/the-post-covid-19-world-economic-nationalism-triumphant/
https://www.theguardian.com/society/2021/jan/27/most-poor-nations-will-take-until-2024-to-achieve-mass-covid-19-immunisation
https://www.gov.uk/government/news/pm-outlines-his-ten-point-plan-for-a-green-industrial-revolution-for-250000-jobs
https://reports.changefoundation.org/pandemic-report-2020/introducing-a-barometer-of-digital-civic-engagement/


Localism The exotic at home Beauty in the frame Thriving vs surviving

Smaller change which may or may not persist

https://www.kantar.com/uki/inspiration/brands/searching-for-clues-to-lockdown-lasting-impact

53%

New experiences are hard to 
come by - people are making 
do by being creative at home 
and looking forward to better 
times: with a 54% increase for 
searches related to learning a 
foreign language, plus a 15% 
increase in searches for cocktails.

Never have we been confronted 
more with our own image, and it’s 
affecting the way we see 
ourselves. This leads to behaviour 
change: searches for mild skin 
conditions such as acne are up by 
almost 20%.

Gaps between the haves and 
have nots are widening. There’s 
been a 9% increase in search for 
‘most expensive’ while 20% of 
households have reduced their 
average basket spend by 
at least 7%.

COVID has forced people to think 
local and worry about its effect on 
their neighborhoods. There is a 
53% increase in searches for local 
businesses, with equivalent rises 
for local food and farm shops.

9%54% 20%
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Covid-19 made clear what has been coming

Change is accelerating

You thought the world was changing fast in 
the last decade – we’re now entering the 
new, sixth wave of innovation.  Buckle up.

Disruptors are shaking every market

Yes, even ready-to-eat breakfast cereal. 
Magic Spoon is a rapidly-growing DTC 
eCommerce seller of healthy cereal options 
with reduced sugar & high-protein options, 
and lots of podcast ads.

First movers win, as do fast followers

First movers grab market share.  But if 
you’re not first, a close second is OK – but 
requires near perfect execution.

Companies need to be more agile in responding to change

19
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Exaggerated for effect
A traditional trends approach

Product Development Marketing Comms Brand Strategy Portfolio Strategy (M&A)

Once a year Per campaign Once a year Once a year

ꟷ Within category
ꟷ Within countries of interest

ꟷ Preconceived ideas-driven
ꟷ Within countries of interest

ꟷ Current positioning-based
ꟷ Within countries of interest

ꟷ Current positioning-based
ꟷ Within countries of interest
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A better 
trends engine

1. Speed
2. Look across borders
3. Find niches
4. Consumers and 

companies
5. Robust prediction
6. Macro changes

Feeding all functions 
of the organisation

21



2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Search for Veganism: (US)

1. Why speed matters

31%

6%

Ben & Jerry's Haagen Dazs

Vegan Ice Cream 
(Share of Search, US)

Being first to market offers many rewards

Ben and Jerry’s being first to market has given them a lasting legacy with a great future. 
Perhaps they could have been even earlier?

Δ
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2. Why ‘outside in’ matters 
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Air fryer: (Worldwide)

Crossing category and geographic borders

4% 16% 3% 18%
58%
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23% 38% 17% 21%

Africa Europe NA SA Asia

2012
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• Organics/Naturals

• Cannabinoid/CBD

See also cross-
category

How air fryers conquered the world





3. Why ‘niches’ matter
Finding gaps where supply doesn’t meet demand

25

Supply Demand
Now

Demand
Future

Opportunity



3. Why ‘niches’ matter
Finding gaps where supply doesn’t meet demand
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A growing area…



3. Why ‘niches’ matter
Finding gaps where supply doesn’t meet demand
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Attractive to wealthier demographics

Higher proportion of 35–49-year-olds



3. Why ‘niches’ matter
Finding gaps where supply doesn’t meet demand

28

In urban areas



3. Why ‘niches’ matter
Finding gaps where supply doesn’t meet demand
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Where brands and retailers have not yet colonised
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4. Trends can be driven by consumers or by companies
Balance the opportunities from consumer needs and the specifics of new products
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Caffeine

Brightening

Dark Circles

Goji Stem 
Cell

Ceramides

Depuff

Wrinkles

Retinol

Hydrate

Moisturize

Supply-Side Company TrendsDemand-Side Consumer Trends
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Exogenous events (i.e. COVID-19)
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Baking Bread: Trend Forecasting Scenarios

Actual Data Raw Forecasting Model COVID-Adjusted Model

Predictive model run date

5. What do we mean by ‘predictive’?
Predicting the future is hard, but there are ways to do it better…

31

Bayesian Time Series modeling

Kantar’s Dx predictive modeling approach 
combines rich, unsampled, real-time digital 
indicators with industry best practices for 
time series projections, including:

• Seasonality

• Underlying Trend

• Changepoint Detection

• Uncertainty Windows



6. Why ‘macro’ matters

Data about COVID-
19 and related issues

1 Infection Anxiety

2 Job Insecurity & Unemployment

3 Lockdown Pressure

e.g. Disruption index
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Take outs

In the current climate, it’s more pressing than ever that 
brands have a solid trends machine in place.

This machine must:
1. Be fast
2. Bring trends from the outside in
3. Evaluate where supply is not matching demand
4. Focus on consumers and companies
5. Be predictive (hard!)
6. Act at both micro and macro levels
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Dx Analytics:
Wrap-up + Q&A



Future Proofing
(innovation & consulting)

Identify trends and growth opportunities 
faster than humanly possible across 
categories.

Brand Blueprint
(brand strategy & guidance)

Understand people better and win 
critical moments of truth. Uncover 
underserved needs and track brand 
strength.

Digital Mastery
(media & content)

Boost your digital presence and 
performance with best practice digital 
marketing analytics support, powered 
by data science technology.

Discover what others cannot.
At speed and at scale.
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From tactical to strategic briefs from small to big wins
Example client questions answered

How do I stay on top of cocktail trends?   
Which spirits are likely to drive portfolio 
growth? Who are the whiskey consumers?

What safety concerns are preventing 
consumers from engaging in the real estate 
market? How can we signal our commitment 
to safety?

Brand Blueprint
Opt. size: $30k to $80k
Social Landscape

Future Proofing
Opt. size: $10k to $100k
Emerging Trends, Search Landscape,
Digital Communities

How can I optimize my digital activity 
in one place?

Digital Mastery
Opt. size: $30k to $500k
Digital Ecosystem Analytics

[Alcohol Client] [Real Estate Tech Client] [Multinational CPG Client]

Current clients include: BAT, Danone, Google, Mondelēz, Nestlé, P&G, Unilever, Kellogg’s 36



Kantar Analytics Live: April 21st

Panelists:
Matt Dodd (Host), Head of Market Development, Analytics 
Practice, EMEA, Kantar
Anna Papadopoulos, Vice President, Media & Sponsorships, 
Prudential

Chris McClure, Director, Strategic Planning, Mazda North 
American Operations

Pinaki Dutt, Global Head, Consumer-Centric Measurement, 
The Coca-Cola Company
Tina Moffett, Principal Analyst, Forrester

Kantar’s new webinar series, Analytics Live, is a live panel 
event where we discuss the most pressing issues facing 
today’s marketing leaders by speaking directly with the 
experts and influencers on the ground, discovering where 
they’ve found success and overcome challenges.

Building Brand Intelligence to Better Connect with Consumers

Register Here
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http://ow.ly/8buj50EmgHL


Thank you!
(Q&A)

For questions & next steps:
James Campbell 
(Managing Director, Dx North America)

Ula Jones
(Managing Partner, Brand Strategy & Innovation)

Olivia Trozze
(Director, Dx – Digital Mastery)

Girisa Achaibar
(Senior Consultant, Dx – Brand Blueprint)

mailto:james.campbell@kantar.com
mailto:ula.jones@kantar.com
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